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Analyzing Cultural and Work Related 
Values in Thailand 
Jennifer Ann Swanson 
Kellyann Berube Kowalski 
Matthew H. Roy 
This study focuses on work-related values of Thais and their potential effect on 
multinational operation. In an attempt to increase the success rate of expatriates 
working in Thailand, the key factors, cultural values and gender roles were 
studied using the Bern Role Scale. This research confirmed Hofstede s earlier 
findings that individuals in Thailand score high on the feminine dimension, 
i.e., a need for affiliation as opposed to the masculine dimension, i.e., a need for 
achievement. Therefore, the implication to expatriates working in Thailand 
is, the locals will be responsive to managers who exhibit feminine qualities 
such as, loyalty and understanding. However, this study also found that 
although Thais did have a more feminine than masculine orientation, they did 
not have a significantly higher need for achievement. It is possible that as the 
economy continues to develop and become increasingly global in Thailand, 
values are indeed changing. 
This study focuses on work-related values in Thailand and their potential effect 
on multinational operations. More specifically, we discuss cultural values and 
gender roles in an attempt to increase the success rate of expatriates working in 
Thailand. The rapidly emerging global economy raises a multitude of issues for 
businesses (Hill, 2000). Globalization is becoming an increasingly important factor 
in an organization's success. As more and more companies create strategic 
alliances and enter into joint ventures in other countries, the number of expatriates 
is steadily increasing (Roy & Dugal, 1999). In order for expatriates to succeed in 
their new environment, they must understand the cultural values of the particular 
country. Only then will they be effective in the workplace and be able to assimilate 
into the new culture. 
Research has found that between 16 and 40 percent of all American 
employees sent abroad to developed nations return from their assignments 
early and almost 70 percent of employees sent to developing nations return 
home early (Shay & Bruce, 1997). Expatriates working for multinational companies 
headquartered in other countries also experience this problem. The costs of 
expatriate failures are extremely high. One estimate is that the average cost per 
failure to the parent company can be as high as three times the expatriate's 
domestic salary plus the cost of relocation (Harvey, 1983). Not factoring for 
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inflation, in 1991 the actual dollar cost of each expatriate failure from a U.S. 
parent company was estimated to run between $250,000 and $ 1 million (Caudron, 
1991). 
Rosalie Tung (1982) surveyed a number of managers from U.S., European, 
and Japanese multinationals regarding why so many expatriate assignments fail 
or end early. For U.S. multinationals, the two top reasons for expatriate manager 
failure was the inability of the spouse to adjust to the new culture and the 
manager's inability to adjust to the new culture. For European multinationals, 
expatriate failure was once again tied to difficulties in adjusting to the new 
culture. Finally, for the Japanese multinationals, the second most cited reason 
for expatriate failure was due to difficulties with the new environment. 
A more recent study found similar results to those of Tung (1982). The 
International Orientation Resources, a HRM consulting firm, reported that 60 
percent of expatriate failures occur due to one of three reasons - the inability of 
the manager to adjust to the new culture, the inability of the spouse to adjust to 
the new culture, and other family problems (Salomon, 1994). Expectations often 
play a role as expatriates and their families experience broken psychological 
contracts. Therefore, it would appear that understanding the new culture is 
crucial for expatriate success. The very least it will do is reduce the possibility of 
a broken psychological contract. 
As with other countries, the number of expatriates being sent to Thailand 
has steadily increased over the years. This study on Thai work-related values 
will provide practical information for expatriates (and their spouses) and 
consultants conducting business in Thailand. In addition, it will provide updated 
information and insight into a fascinating culture. 
The next section of this paper will highlight culture and clarify what this 
study attempts to accomplish. We will then provide specific information regarding 
the cultural values we have measured in our study. Finally, we will move into a 
discussion of our measures, sample, analysis and results. 
Culture 
Culture can be defined as the collective programming of the mind that 
distinguishes the members of one category of people (i.e., nation) from another 
(Hofstede, 1980, 1993). Culture affects the ways we think, feel, perceive the 
world, and behave. Culture also helps to determine individual value systems. A 
value is defined as an individual attribute and is a "broad tendency to prefer 
certain states of affairs over others" (Hofstede, 1980: 19). Values serve as a 
baseline for actions and decision-making and guide employees in the 
organization's intentions and interests. Each supervisor's approach to 
management will reflect his or her values, which are shaped by culture. Values 
affect how a supervisor perceives situations and solves problems and how a 
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supervisor leads and controls employees. Inherent in the definition of culture is 
the view that personality and values are an accumulation of learned behavior 
through interactions with the environment (Horn, 1992). Although biological 
factors play an important role in forming personality, they do not explain most of 
the variance (Triandis & Suh, 2002). Geert Hofstede's landmark study focused 
on a culture's affect on values in the workplace. Hofstede (1980) found that 
cultural differences between nations could be described using five independent 
dimensions. The fifth dimension was discovered later during Hofstede's 
subsequent collaboration with Michael Bond. The five dimensions include (1) 
Power Distance, (2) Individualism-Collectivism, (3) Masculinity-Femininity, (4) 
Uncertainty Avoidance, and (5) Long-Term Orientation (Hofstede, 1993). 
Hofstede analyzed the values of employees in forty different countries 
across these five dimensions. The position of a country on these dimensions 
helps us to understand how the society operates, including its management 
processes in the workplace. These cultural values lead to certain work-related 
behaviors that have a strong influence on how a company operates, its success, 
and how it deals with individuals from other cultures. 
In analyzing Thailand across the value dimensions, Hofstede reported that 
Thailand has a relatively high power distance (inequality was accepted), is 
relatively feminine, is highly collectivism and has an undetermined uncertainty 
avoidance level. The dimension of long-term orientation was not analyzed for 
Thailand in Hofstede's original study. 
Across all cultures, the dimension that has received the most research 
attention has been that of individualism-collectivism. Many conceptual, empirical, 
and methodological studies have been conducted on this dimension (e.g., Earley, 
1993; Earley & Randel, 1997; Hui, 1988; Triandis, 1995; Triandis, Chen, & Chan, 
1998). In fact, Earley and Gibson (1998) provided a comprehensive review of the 
work that has been conducted on this dimension. The power distance dimension 
has been studied to a large extent in conjunction with individualism-collectivism. 
Power distance interacts with individualism-collectivism, resulting in a typology 
of individualism-collectivism (Triandis, 1995). The uncertainty avoidance 
dimension has also seen a fair amount of research attention (Triandis, 2004). 
As most of the cross-cultural research on values has been conducted on 
the individualism-collectivism dimension, Earley and Gibson (1998) called for a 
moratorium (temporary but not trivial in length) on individualism-collectivism 
research in favor of research on other cultural dimensions. As noted by Triandis 
(2004), one dimension, which has received little research attention, is masculinity-
femininity. Therefore, for this initial study of the cultural values of Thailand, we 
have chosen to focus on the dimension of masculinity-femininity. As mentioned 
above, Thailand was found to be a culture that values feminine qualities, scoring 
a 34 on the masculinity dimension (on a scale from 0 to 100) with higher scores 
indicating a more masculine culture. In Hofstede's study, the most masculine 
culture was Japan with a score of 95 whereas the most feminine culture was 
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Sweden and Norway, with respective scores of 5 and 8. Thailand was the 5th 
lowest scoring nation on the masculine scale. In addition, we will investigate the 
values of the need for achievement, need for affiliation, and need for power as 
they are believed to be highly correlated with masculinity and femininity (Roy, 
1999). 
Hofstede's work is highly regarded and accepted. In fact, Triandis (2004), 
had this to say about Hofstede's work: "Hofstede's work has become the standard 
against which new work on cultural differences is validated. Almost every 
publication that deals with cultural differences and includes many cultures is 
likely to reference Hofstede" (Triandis, 2004: 89-90). Despite such praise for 
Hofstede's work, a few problems exist. For example, only European researchers 
analyzed the results. In addition, the company researched (IBM) has headquarters 
in the United States, with a strong corporate culture tied to America. Finally, the 
research is outdated as most of the data was collected in the late 1960s and early 
1970s. Therefore, it is pertinent to update the cultural research on Thailand in 
order to minimize the original study's shortcomings. Although Hofstede's model 
has been replicated in many Asian countries in recent years (i.e., Japan, Hong 
Kong), no one has updated the research on Thailand. Our study will provide 
updated information that takes into consideration the vast changes that have 
taken place over the last few decades. 
Having introduced the framework of our research and having clarified the 
mission of our study, the next few sections will briefly discuss the literature on 
masculinity and femininity and the need for achievement, affiliation, and power. 
Masculinity and Femininity 
An individual's masculinity or femininity (also termed gender-role orientation) 
has an effect on how he or she will behave in an organization. This section 
reviews the existing research on gender-role orientation and its relationship to 
the workplace. 
Gender-role personality characteristics have been studied for many decades. 
Bern (1974,1978) built upon earlier approaches to gender and suggested that the 
personality characteristics of masculinity and femininity are not necessarily 
linked to biological sex or sexual orientation. Masculine (also termed instrumental 
or agentic) characteristics are stereotypically perceived as more desirable for 
men than for women, and feminine (also termed expressive or communal) 
characteristics are stereotypically perceived as more desirable for women than 
men. 
Androgyny means the integration of femininity and masculinity within a 
single individual. The androgynous individual has moved beyond the rigid 
constraints of sex roles and no longer needs to conform to gender stereotypes 
based on biological sex (Powell, 1993). Androgynous individuals can be either 
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assertive (masculine) or compassionate (feminine) depending on the situation 
and even display both masculine and feminine characteristics in the same 
situation. For example, in a work setting, androgynous individuals would have 
the ability to fire someone and be sensitive in doing so (Bern, 1981). 
Bern (1974) developed the Bern Sex-Role Inventory (BSRI) to measure 
individual gender-role orientations, which treats femininity and masculinity as 
completely separate dimensions allowing an individual to be high or low on both 
values. This is much different from Hofstede's survey, which treated masculinity 
and femininity as bipolar opposites. The characteristics listed for masculinity 
and femininity by Bern (1974) are similar to those used by Hofstede (1980) in his 
research. 
Many research studies have investigated the relationship between sex, 
managerial stereotypes, and gender stereotypes. In the 1970s, researchers 
found that most individuals defined the managerial role as masculine (O'Leary, 
1974; Powell & Butterfield, 1979;Schein, 1973, 1975). Some of the original 
studies were replicated in the late 1980s and indicate that attitudes may be 
changing. Researchers have studied what people consider good managers to 
be. In the early 1970s, individuals described a good manager in mostly masculine 
terms (Powell & Butterfield, 1979;Schein, 1973,1975). However, many masculine 
traits have been found to be not as important as once thought. Certain feminine 
characteristics such as loyalty and understanding are highly important 
managerial characteristics to possess today (Kinicki & Kreitner, 2003; Limbach, 
1994). 
Gender-role orientation can affect an individual's flexibility, leadership 
abilities, group behavior, gender stereotypes, and occupational choice. As 
such, an individual's gender-role orientation can help determine how he or she 
will behave in the workplace. Given the importance of gender-role orientation in 
the workplace, it is important to investigate this dimension in Thailand. Since 
Hofstede's culture study looked at masculinity and femininity as opposites, 
each country was determined to be one or the other. Our study incorporates 
Bern's work and therefore the country and individuals within it can be classified 
as masculine, feminine, androgynous, or undifferentiated. 
In her book, Materializing Thailand, Penny Van Esterik (2000), discusses 
how the concept of gender itself is difficult to translate into Thai. She tells the 
story of how in gender training workshops she has delivered at Thai universities, 
participants had a difficult time understanding the concept of gender. In fact, 
although the workshops were conducted in Thai, the English word 'gender' was 
used throughout because no appropriate translation could be found. As 
Hofstede's dimension of masculinity-femininity refers to the degree to which a 
culture emphasizes gender issues and in feminine cultures the distinction between 
gender roles is minimized, Van Esterik's experience provides anecdotal evidence 
that Thailand is a feminine culture. Therefore, based on the findings from 
Hofstede's work and the work related to the gender-role orientation, we would 
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expect that individuals in Thailand would be classified as feminine on the Bern 
Role scale and put forth the following hypothesis. 
Hypothesis 1: Individuals from Thailand will score higher on the feminine 
dimension than the masculine dimension of the Bern Sex Role Inventory. 
Two related values to masculinity and femininity are the need for achievement 
and the need for affiliation. Individuals who are masculine tend to have a high 
need for achievement whereas those individuals who are feminine are more 
likely to have a high need for affiliation (Roy, 1999; Hofstede, 1980). The same 
holds true for the country level of analysis. Countries that value feminine traits 
tend to have a higher percentage of their population reporting a high need for 
affiliation whereas those cultures that have been classified as masculine tend to 
have a higher number of people with a high need for achievement. The need for 
achievement, affiliation, and power are discussed in the next section. 
Need for Achievement, Affiliation, and Power 
According to David McClelland's Acquired Needs Theory (also called Learned 
Needs Theory), individuals are motivated by needs that are socially acquired or 
learned from their culture (McClelland, 1961). McClelland's research identified 
three types of needs that motivate individuals. The three needs that motivate 
workers include the need for achievement, the need for affiliation, and the need 
for power. Adults are assumed to possess all three categories of needs to one 
degree or another; however, one of the motives is usually dominant. 
Achievement orientation is "a concern for performing well or for striving for 
a standard of excellence" (The Center for Leadership Excellence, 1995: 20). 
Individuals with a high need for achievement behave in ways to improve job 
performance and strive to do tasks faster and more efficiently (Spencer, 
McClelland, & Spencer, 1994). They focus on personal achievements rather than 
on the rewards of success. They set challenging goals for themselves and are 
continuously focused on finding ways to do things better (The Center for 
Leadership Excellence, 1995). This focus on continuous improvement could lead 
to higher quality goods and services and increased organizational productivity 
(Spencer et al., 1994). Companies with a large number of employees with a high 
need for achievement grow faster and are more profitable. 
As discussed, an individual's achievement orientation has a strong impact 
on organizations. Individuals with a high need for achievement tend to be better 
workers than those with a low need for achievement. They are more goal-oriented, 
efficient, productive, and innovative in the workplace (Kinicki & Kreitner, 2003). 
A high need for achievement is also related to both entrepreneurial success 
(Kuehl & Lambing, 1994; McClelland, 1961) and managerial success (McClelland, 
1961). 
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The need for affiliation is characterized by a desire to belong, an enjoyment 
of teamwork, a desire for friendly and close interpersonal relationships, and a 
need to reduce uncertainty. These individuals are interested in social relationships 
and prefer cooperative rather than competitive work environments. Individuals 
driven by the affiliation motive are concerned about the quality of their 
relationships. They enter into personal relationships with others solely for the 
sake of the relationships, not for gain or influence. They are concerned with how 
harmonious and reliable their relationships are and are likely to be upset when 
disruptions to relationships occur. As managers, highly affiliative individuals 
may be reluctant to monitor the behavior of subordinates, give negative feedback 
to others, or discipline their subordinates. 
The need for power is characterized by a drive to control and influence 
others, a need to win arguments, a need to persuade and prevail. Individuals 
motivated by power are concerned about their impact on other people -
convincing someone of their point of view or empowering others around them, 
and finding ways to connect with and influence powerful people. Given the 
relationship between gender-role orientation and McClelland's needs, it is 
pertinent to include them in our study. As stated earlier, the need for affiliation is 
considered to be feminine in nature. In addition, it has been found that the need 
for achievement is considered to be masculine in nature and the need for power, 
by definition, should also be more masculine. 
In addition, as noted earlier Hofstede found Thailand to be a highly 
collectivist culture. This is relevant as in collectivist cultures group affiliation is 
very important. In such cultures, individuals are interdependent with and give 
priority to the goals of their in-groups and shape their behavior on group norms 
(Mills & Clark, 1982). Individualism and collectivism are used at the cultural level 
of analysis, while idiocentrism and allocentrism are the corresponding terms at 
the individual level of analysis (Triandis, 1995). Research has shown that 
allocentrics show greater tendencies toward affliliation (Yamaguchi, Kuhlam, & 
Sugimori, 1995). Therefore, based on Hofstede's findings that Thailand is a 
highly feminist and collectivist culture, we put forth the following hypothesis. 
Hypothesis 2a: Individuals from Thailand will score higher on the need 
for affiliation scale than on the need for achievement scale. 
Hypothesis 2b: Individuals from Thailand will score higher on the need 
for affiliation scale than on the need for power scale. 
Methodology 
In order to measure the dimension of masculinity-femininity and the related 
values of the need for achievement and affiliation, survey was administered to 
both females and male business students at a private university in Thailand. 
The questionnaire, which was in English, was translated verbally into Thai during 
its administration. A total of 95 surveys were usable. 
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The questionnaire contained two different tests, one to measure the 
dimension of masculinity-femininity and the other to measure the needs for 
achievement and affiliation. A participant's data sheet was included to collect 
information on demographic variables (i.e., sex, age, ethnicity, international 
influences throughout life, and work experience). 
Masculinity and Femininity (Gender-Role Orientation) Questionnaire 
The Bern Sex-Role Inventory (Short Form) published by Consulting 
Psychologists Press, Inc. was administered to categorize individuals as 
masculine, feminine, androgynous, or undifferentiated in their gender-role 
orientations. The Short Form of the BSRI contains 30 items: 10 masculine, 10 
feminine, and 10 filler (neutral) items. The BSRI short form can be found in 
Appendix A. Individuals were asked to indicate on a seven-point Likert scale 
how well each of the 30 items describes them (Bern, 1981). The Likert scale 
ranges from (1) "never or almost never true" scored as one point to (7) "always 
or almost always true" scored as seven points. 
The BSRI (both the short and long versions) is the most commonly used 
measure of gender-role orientation (Powell, 1993). Test-retest reliability for the 
Short Form of the BSRI ranges from .76 to .91 and internal consistency reliability 
ranges from .84 to .90 (Bern, 1981). This measuring instrument reports strong 
validation for content, criterion, and construct (Bern, 1981). An independent 
review of the Short Form of the BSRI found that it has "generally good test-
retest and internal consistency reliability" (Payne, 1985: 178). 
The Short Form of the BSRI yields two raw scores: one score on the femininity 
scale and one score on the masculinity scale. Possible raw scores for both scales 
range from 10 to 70. Individuals are classified as masculine, feminine, 
androgynous, or undifferentiated based on their scores in relation to the medians 
of the normative sample. A person scoring below the normative median for 
femininity and scoring above the normative median for masculinity would be 
labeled masculine. An individual scoring above the normative median for 
femininity and scoring below the normative median for masculinity would be 
considered feminine (Bern, 1981). An individual who scores above the medians 
of the normative sample on both the femininity and masculinity scales is termed 
androgynous. An individual scoring below the medians of the normative sample 
on both dimensions is found to be undifferentiated. 
Personal Values Questionnaire 
The need for achievement, the need for affiliation, and the need for power were 
measured through the Personal Values Questionnaire, which was developed by 
McClelland for McBer and Company (1993). The Personal Values Questionnaire 
consists of 36 questions with answers on a five-point Likert scale ranging from 
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(1) "not important to me" scored as one point to (5) "extremely important to me" 
scored as five points. Ten questions relate to the need for affiliation, ten questions 
relate to the need for achievement, and ten questions relate to the need for 
power. Points are totaled for each of the three categories of needs and scores 
range from 10 to 50. High scores indicate that the particular need is important to 
the individual and low scores indicate that the need is of little importance to the 
individual. The category of need that has the highest total score is considered 
to be the most important to that individual. Scale reliability ranges from .73 to 
.84. and validity have been established firmly for this instrument (McClelland, 
1982; McClelland &Boyatzis, 1982;Sawin&Carsrud, 1986). 
Results 
Analyses of the demographic variables indicate that 42% of the sample was 
female and 58% was male. Sixty-five percent of the participants fell in the age 
range of 17-24, with the remaining 35% over the age of 24. Analyses were 
performed to determine the means of the main variables in the study. The mean 
for the variable masculine is 45.4 and the mean for the variable feminine is 50.7. 
Means for the personal values are 37.9 for the need for achievement, 35.8 for the 
need for affiliation, and 29.8 for the need for power. 
Hypothesis 1 was tested employing a paired t-test analysis. As shown in 
Table 1, Thais have a higher feminine score (Fern) than masculine score (Masc) 
on the Bern Role Scale. The t-test is significant at the probability level of .0001. 
The findings support previous research findings and Hypothesis 1 that 
individuals from Thailand will score higher on the feminine dimension than the 
masculine dimension of the Bern Sex Role Inventory. 
Table 1: Ho: 1- Mean Differences in Thai Cultural Values Femininity versus 
Masculinity 
Variable 
Feminine 
Masculine 
Sample size 
95 
95 
Mean 
50.80 
45.39 
Std Dev 
8.38 
7.77 
P-value 
0.001 
Hypothesis 2a was tested employing a paired t-test analysis. The results in 
Table 2 do not support the hypothesis that Thais have a higher need for affiliation 
(nAff) than need for achievement (nAch). The t-test is not significant. 
Hypothesis 2b was tested employing a paired t-test analysis. As shown in 
Table 3. Thais do have a higher affiliation score (nAff) than power score (nPow). 
The t-test is significant at the probability level of .001. The findings do support 
hypothesis 2b that individuals from Thailand will score higher on the need for 
affiliation scale than on the need for power scale. 
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Table 2: Ho: 2a - Mean Differences in Personal Values nAff versus nAch 
Variable 
Affiliation 
Achievement 
Table 3: Ho: 
Variable 
Affiliation 
Power 
Sample size 
95 
95 
Mean 
35.92 
37.94 
Std Dev 
6.03 
6.52 
2a - Mean Differences in Personal Values nAff versus 
Sample size 
95 
95 
Mean 
35.92 
29.77 
Std Dev 
6.03 
8.67 
P-value 
0.999 
mPow 
P-value 
0.001 
Discussion 
As expected individuals in Thailand do score higher on the feminine dimension 
than on the masculine dimension of the Bern Role Scale. In support of Hofstede's 
original work, Thais still have a more feminine orientation than masculine 
orientation. Hofstede found that Thailand has the lowest masculinity ranking 
among Asian countries. The lower level is indicative of a society with less 
assertiveness and competitiveness as compared to more masculine societies. 
This situation also reinforces the traditional male and female roles within a society. 
This may have important implications for expatriates working in Thailand. With 
their more feminine orientation, Thais may be more responsive to managers who 
exhibit feminine qualities such as loyalty and understanding. They may be less 
responsive to non-traditional gender roles too. 
A surprising finding is that although Thais did have a more feminine than 
masculine orientation, they did not have a significantly higher need for affiliation 
than need for achievement. Although this is an unexpected finding, it may have 
something to do with our sample. As our sample is made up of all college students, 
they may have a higher need for achievement than the average Thai. On the 
other hand, it may be that as the economy continues to develop and become 
increasingly global in Thailand, values are changing. Certainly expatriates should 
take note that Thai need for achievement is increasing in importance. 
As was expected, Thais did have a higher need for affiliation than need for 
power. Again, this result validates the work of Hofstede. In his seminal work, he 
found that Thais were very comfortable with high power distances. The country 
is distinguished as highly group oriented, male dominated, and hierarchical 
(Gupta et al, 2002). Power distances may be attributed to the historically rigid 
hierarchical organization of society into various socio-economic classes. 
Additionally, past colonialism may account for submission to power. The finding 
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may also be attributed to the fact that 95% of the population is Buddhist. And, 
the precepts of Buddhism include being mindful and aware and developing 
wisdom and understanding. While Buddhism does not directly teach against 
the garnering of power, most may see it as contradictory to their calling. 
Conclusion 
Globalization is a constant force affecting all. It has resulted in the collapse of 
the once formidable barriers of space on time. The result of globalization provides 
both opportunity and concern. It provides opportunity for collaboration, cheaper 
and more skilled labor, and simultaneous increases in quality and reductions in 
costs of production. It can prove to be a major concern for those companies who 
do not understand host country culture. In general, lack of expatriate success 
would lead one to conclude that we need to bolster accurate expectations for 
both expatriates and their families. 
There has been a paucity of research on Thai cultural and personal values. 
This paper seeks to fill that void and thereby provide some insight into working 
with Thai nationals. We have verified some of Hofstede's original findings and 
failed to verify others. The latter may be more important than the former. For 
instance, today, most professionals would expect that Thais are more focused 
on caring and concerned with the quality of life (feminine traits). However, 
business professionals may not expect Thais to be achievement oriented. Perhaps 
if expatriates incorrectly expect Thais to be less achievement oriented, they will 
treat them differently and reduce their chances for success. 
There is much evidence that different personal, cultural, and work values 
cause communicative challenges and misunderstandings. Different value systems 
often manifest themselves in different work habits and expectations from an 
employer/employee relationship. Decision making styles, motivation techniques, 
leadership behaviors, etc. will all be influenced by the value systems of those 
involved. The lack of research on Thai cultural and work values provides much 
opportunity for misunderstanding and failure. This paper has sought to reduce 
that potentiality by analyzing key dimensions of Thai cultural and work values. 
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Appendix A 
BEM SCALE (short form) 
Indicate on a scale from 1 to 7 how true each of the characteristics is of you. 
1 = Never or almost never true 
2 = Usually not true 
3 = Sometimes but infrequently true 
4 = Occasionally true 
5 = Often true 
6 = Usually true 
7 = Always or almost always true 
1 2 3 
1 2 3 
1 2 3 
1 2 3 
1 2 3 
1 2 3 
1 2 3 
1 2 3 
1 2 3 
1 2 3 
1 2 3 
1 2 3 
1 2 3 
1 2 3 
1 2 3 
1 2 3 
1 2 3 
1 2 3 
1 2 3 
1 2 3 
1 2 3 
1 2 3 
1 2 3 
1 2 3 
1 2 3 
1 2 3 
1 2 3 
1 2 3 
1 2 3 
1 2 3 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
Defend my own beliefs 
Affectionate 
Conscientiousness 
Independent 
Sympathetic 
Moody 
Assertive 
Sensitive to the needs of others 
Reliable 
Strong personality 
Understanding 
Jealous 
Forceful 
Compassionate 
Truthful 
Have leadership abilities 
Eager to soothe hurt feelings 
Secretive 
Willing to take risks 
Warm 
Adaptable 
Dominant 
Tender 
Conceited 
Willing to take a stand 
Love children 
Tactful 
Aggressive 
Gentle 
Conventional 
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